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Abstract 
After Total Quality Management and Six Sigma models and paradigms, after the Technology Acceptance Model, firms 
have continuously been searching for way to increase market share, profitability, revenue and keep customers loyal to their 
products. The electronic commerce has helped this quest by offering an additional distribution channel. However, the rules 
of the game are different than in the traditional physical store. One of new rules is product classification. The Search 
Experience Credence has been an eye opener for both retailers and researchers. But while it is a necessary condition, it is 
not a sufficient one, because online buyers are influenced by several factors. This paper presents the results of a survey 
consumers with the intent to examine if there are any correlations between a certain demographic parameter, namely online 
shopping frequency and the way consumers perceive the products. The findings show that perception of a certain product 
type can differ depending on the degree of familiarity with online shopping. Implications of the results are discussed. 
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1. Introduction 
 long been acknowledged by practitioners and researchers, retailers and buyers. 
However, only the recent years have truly shown the diversity of activities that the Internet can perform and the 
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vast areas that it can be applied to. Business to Business, Business to Consumer, Consumer to Consumer and 
even Business to Government commerce have grown so rapidly that it might have taken many by surprise, 
customers and suppliers alike. With the increased popularity of the electronic commerce platform a new era of 
distribution channel opened up with both consumers and manufacturers starting to heavily rely on the Internet 
as a way of conducting day to day business and completing transactions.  
Every day more and more consumers are becoming familiar with the online purchase process, which 
means that electronic commerce is not a novelty item anymore, but a necessary condition for companies to stay 
alive, increase market share, revenue or strengthen brand loyalty and reputation. However retailers are still 
facing questions such as why are certain products being predominantly sold online and not offline? Are there 
certain characteristics which make these products more suitable for online selling? How can a company explore 
in advance just how successful a certain product will on the internet platform? But in order to be able to predict 
the success of (specific) products in particular, the retailers need to know what factors are influencing and ways 
to influence them by adapting either the marketing strategy as a whole or specific elements in the marketing 
mix. 
Several research companies such as AC Nielsen or Gartner have been investigating yearly what the most 
sold online products are. The purpose of this study is to empirically partly explain this popularity, namely that it 
can be influenced by a range of factors, the online frequency of purchasing being one of them. 
2. Literature Review 
Products possess several characteristics and even within these characteristics, there are qualitative 
differences. So in order to understand transaction strategies, marketers have to understand how the product 
characteristics influence the channel choice decision Ba et al., 2005:176. 
The need to categorize products is by no means new. The first model of product classification has been 
developed in 1923 by Copeland. The American Marketing Association considered it vital as well and adopted 
in 1948 a 
particular item.  
When analyzing the success factors on transactions  be it online or offline  it is vital to apply a typological 
approach to classifying products. In order to obtain such a product typology, a suitable property catalogue 
needs to be created. There properties can either be based on technology, procurement or sales. This is the first 
hurdle that the current literature struggles with, as there are no standardized property typologies. Does one start 
by analyzing the products from a technological perspective, moving to the consumer, psychological 
perspective? Or does one only keep as a reference point the consumer and his perceptions? And if so, are 
typology system is aiming at analyzing products from the perspective of their attributes, aiming at organizing 
heterogeneous products into as homogenous groups as possible.  
by the degree of evaluation of their quality prior or after purchase. 
Search products are those whose quality can be objectively evaluated by the consumer prior to purchase and 
therefore there are certain factors which play a role in the purchase decision. Experience goods have to be tried 
out before purchase either in the traditional store or in the electronic environment. Only after testing can a 
 Darby and Karni have added in 1973 the 
credence dimension, describing them as those products whose benefits and quality is challenging to be assessed 
by the consumer even after purchase and trial. In 1998 Klein has distinguished between experience 1 and 
experience 2 types and investigated whether products can shift from one product type to another, an experience 
good having the potential of becoming a search good should certain conditions be met. Norton and Norton 
(1988) further differentiate between durable and non durable experience goods. 
Ot  classification of prod ,  
2000 convenience, shopping, specialty and u  commodity, quasi 
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commodity, l  durability, tangibility and use goods. 
Although the extensive existing literature research on product types offers studies and analyses, they are not 
all based on empirical findings. The consequence is that there can be differences in the way that consumers 
categorize a product and the way marketers are choosing their selling strategies. Moreover, they show a high 
variance in the type of approach chosen by the author(s). While large companies with experience in the online 
perceptions, smaller companies or those entering the online distribution channels could find this a challenge 
task. 
Aligning their own strategy to that of their competitors would moreover mean the loss of the competitive 
advantage, which would create an imbalance in the free market concept, transforming the online active 
companies into monopolists.  
3. Conceptual Framework and Hypothesis Development 
The goods can be classified from two perspectives: one from the perspective of the marketer, the way the 
company sees its products and the way it wants to advertise them playing a vital role in the perception; the 
other one from the perspective of the consumer, who influenced by numerous factors, perceives products a 
certain way. 
concentrate solely on the quality and benefit perception of the product prior and post purchase, researchers such 
as Darby and Karni, 1973; Nelson, 1970; Klein, 1998 classified products as being search, experience or 
credence. However, if we ignore for a moment the theoretical foundation and focus only on the factors 
an be education level, country or origin, culture, gender, age, 
frequency of shopping on the internet, previous experience with the online platform, etc. 
Figure 1 illustrates the research framework and conceptualization of the relationship between potential of 
product success online and the corresponding influencing factors. The product characteristics which lead to its 
classification - - into a certain product type or product class can be rather 
subjective and influenced by a number of factors, one of which constitutes the developed hypothesis in this 
study. The product classification determined in return the suitability and success potential of that specific 
product in the electronic commerce environment. There have been numerous studies  using different 
classification models  which investigated what types of products can be sold online. Peterson et al., 2007 and 
Poon and Joseph, 2000 have reached the conclusion that suitable for online selling are specialty goods, 
products in niche markets, specialized or unique products, intangible frequently purchased goods and high 
outlay, infrequently purchased intangible goods. Unsuitable products were the low outlay, frequently purchased 
goods. Rutter and Southerton, 2000 identified as barriers for suitability the product delivery, searching process, 
product presentation, customer service, ease of using e-commerce sites, loss of the shopping experience. 
Therefore, in their study they advocate the online selling of airline tickets, CDs, software, books, intangible 
goods and advise companies to keep the traditional store as a distribution channel for clothes, perishable goods 
and white goods. 
On the other side of the spectrum, companies must take a decision within their marketing strategy what kind 
of distribution channels they will use in order to bring the products out to the public. Therefore, the decision of 
using the electronic commerce platform is not one to be taken lightly as it is dependent on a number of factors 
which can impact the productivity or increase the so called cannibalization effect in regards to the traditional, 
physical store type of distribution. 
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Fig. 1. Research Framework 
The developed hypothesis is the following: 
H10: There is no significant correlation between the frequency of purchase and product perception as search, 
experience or credence. 
H11: There is a significant correlation between the frequency of purchase and product perception as search, 
experience or credence. 
Both hypotheses have been tested for each of the 10 products, namely: airline tickets, groceries, clothes, 
books, mp3 and music download, body lotion and face care products, flowers, perfume, laptops and vitamins. 
3.1. Method and Procedure 
Data has been gathered through a structured semi open questionnaire. The questionnaires were e-mailed 
with a cover letter thanking the potential respondent for their participation and with a link to the online survey 
website. In total this study received 271 valid completed responses. Data were collected during the autumn of 
2011. The instrument used for data collection for this study is a self-administered questionnaire. The 
questionnaire is divided into three parts which address issues such as online shopping experience, frequency of 
shopping online, reasons for shopping online or not, website design, trust and trustworthiness, product, and 
demographic respectively. Two sections are relevant for this paper. The questionnaire was comprised of 46 
questions out of which 12 questions directly related to the SEC classification model. The structured 
questionnaire was used to collect the necessary data which served as primary data to investigate whether the 
hypotheses enounced in the previous chapter can be accepted or not. 
3.2.  
Of the respondents 34% were female and 66% were male. More than half of the respondents (57%) are 
between the ages of 20 to 25; 9.6% between the ages of 26 to 30; 5% ages 31 to 35; 13% between 36 and 40; 
6.6% between 41 and 45 and 8.5% of the respondents older than 41.  
 
Potential of product 
suitability for e-commerce 
and online success 
Shopping frequency 
H1 
Product Type perception 
Other demographic factors (age, gender, 
income, culture, etc) 
Company specific 
factors influencing the 
product suitability 
Technological developmenent stage Other factors 
Online marketing cost 
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Fig. 2. Age group and frequency of purchase distribution 
 
Figure 2 shows the age distribution and the frequency of purchase  measured as weekly, every 2 weeks or 
every 3 weeks  of the respondents. The respondents were also asked whether they were familiar with the 
possibility of shopping online, question which has been answered positively by 99%. However, around 60% of 
the respondents said they need to test the product first in a traditional store before purchasing it online. To test 
the correlation, the respondents were asked whether they had purchased something in the 3 months prior to the 
data collection. 60% answered the question positively. 
3.3. Results and Statistical Analysis 
The various statistical techniques that are used in the data analysis are described in this section. Frequency 
Distribution Analysis is used to determine a demographic profile of the survey respondents. Cross-tab and 
Pearson Chi-square Test are used to determine the relationship between age, gender and product types 
according to the SEC classification. For the test of independence - test of homogeneity - the chi-squared 
probability of less than or equal to 0.05 has been chosen. The main aim of this part of the study is to test the 
hypotheses that were developed earlier, namely if there is a correlation between the frequency of purchase or 
indirectly online purchase experience and the perception of product classification as being search, experience 
or credence. 
Figure 3 shows the results for the testing of H20, for those products where the null hypothesis can be 
rejected, namely for groceries and airline tickets. 
 
Airline Ticket 
  Value df 
Asymp. Sig. 
(2-sided) 
Pearson Chi-Square 7,280 2 .026 
Likelihood Ratio 7.300 2 .026 
Linear-by-Linear 
Association 
3.864 1 .049 
N of Valid Cases 271     
 
Groceries 
  Value df 
Asymp. Sig. (2-
sided) 
Pearson Chi-Square 6,370a 2 .041 
Likelihood Ratio 6.367 2 .041 
Linear-by-Linear 
Association 
.549 1 .459 
N of Valid Cases 271     
 
Fig. 3. Pearson Chi Square values for selected products 
 
Based on the results, there is empirical support for the above mentioned hypothesis for certain products. 
With regard to online shopping frequency, the null hypothesis can be accepted for 8 out of the 10 investigated 
products. The alternative hypothesis, meaning a significant correlation, is valid for airline tickets and groceries. 
If we look at how the respondents classified these 2 products, we notice that there is a significant correlation 
between the shopping frequency level and search and experience type of products. The more experience a 
person has in online shopping and the more he/she familiar is with the process, familiarity which indirectly 
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comes from frequent purchasing, the more inclined the consumer is to shop for search and experience products.  
4. Discussions and Conclusions 
Several implications can be drawn from the findings of this study. First, the study finds that online purchase 
frequency plays a role in how consumers perceive the products, which could be indirectly related to the web 
experience they have; the less they feel uncertain about product attributes, benefits and quality, the less they 
perceive online purchasing as risky. This indicates that the SEC paradigm, although used in many other studies 
as a starting point for classifying products, may prove to be rather subjective, depending on the customer 
perception, which in return depends on factors such as age or gender, education level or web experience or 
rchases, purchase patterns and 
behaviour so that they can tailor the offerings to the preferences.  
process as well and cross reference it with the products they would normally recommend. They could interlock 
the traditional and online purchases that the consumer does in a certain month and suggest products in the 
physical store which are related to those purchased by the respective consumer on th
This will show the consumer that it does not matter where he/she gets the products from, and could reduce the 
loyalty. 
Second, if online purchase experience is impacting the way the consumers perceive some products, it is 
clear that more products than the ones surveyed in this study will be impacted. Moreover, while empirically it 
has not been proven to have a significant influence on certain products in the tested set, it can be that shopping 
frequency influences directly other factors, which in return impacts the product perception.  
Third, the online shopping differs from the traditional transaction in the physical store in that it requires a set 
of skills, and is not simply a usage of a credit or debit card. The consumer needs to know where to look for 
information about the product, where to buy and how. Therefore, a high degree of web knowledge and online 
purchasing familiarity could be a prerequisite for increased readiness and willingness to use the internet as an 
electronic commerce platform. 
The fact that there is empirical support for two products belonging to two different product categories  
search and experience  shows that should other studies wish to concentrate on different products, either 
belonging to the same class, or from other categories such as credence, the results should be interesting. 
This study adds to those already reported in the literature in several ways. First, it uses an international, 
rather than regional or national sample of online consumers. Second the questionnaire is using specific products 
rather than hypothetical product classes. These type of findings can be important to e-tailers and support them 
in developing effective marketing strategies that target online consumers and are characterized by specific 
demographic profiles. Moreover the results are also beneficial to researchers in developing models linking the 
success of retailers who use the online commerce platform to demographic factors. 
The study explored the difference that the frequency of purchase factor possesses in the perception of 
selected products from the SEC classification model. The study found that for some specific products the 
degree of frequency influences the product quality perception therefore the product category. Further research 
should test for different influencing factors such as demographic characteristics (age, gender, income, culture 
or country of origin/residence) and for other products. 
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